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Annual Report—May 5, 2016 


This Annual Report encompasses the Co-op's Ends, as determined by the Ypsilanti Food Cooperative 
Board in June of 2014. The data covers the period of January 1, 2015 through December 31, 2015. I 
certify that the information contained in this report and attachments is true. 


X 4а 
ДАА — 


General Manager 


Ends 
Ypsilanti Food Co-op exists so that: 
1. Ypsilanti is a resilient, inclusive, thriving and healthy community 
2. The entire community has access to healthy food and products that are 
locally produced, organic, and non-GMO 
3. Ypsilanti has a strong, vibrant local economy 
4. Our community is knowledgeable about sustainability, local economy, 
good food, and cooperative economy 
5. Our community has a model for sustainable, environmental, and 
cooperative business practices 
6. Our member-owners, workers, and the public are part of a democratic cooperative 
community 
7. Ypsilanti has a thriving sense of community with a culture of openness, accessibility, and 
diversity 


2015 - 2016 Elected Board of Directors: 
Elizabeth Dahl MacGregor, President David Choberka, Vice President Karin Keim, Treasurer 


Beth Currans Cheryl Weber Michelle Shankwiler Ben Miller 


Board of Director's Report 
by Elizabeth Dahl MacGregor, YFC Board President: 


In 2015, the Board met more than a dozen times, including one Board 
retreat. While meeting and retreating, we talked. A lot. Because that’s our 
job. We’re the Board of Directors. Our job is to set the direction. We use 
policies to do that. Then we monitor how well those policies are being met. 
This means we hold the General Manager accountable for the performance 
of the Co-op. We ask her how the Co-op is meeting these goals. 


As a Board, we’ve worked to hold ourselves and the Co-op more 
accountable. This has meant asking tough questions, and asking more of 
ourselves and of Corinne. It meant asking two Board members to step down 
at the end of the year because of violations to the Board code of conduct. 


A lot of the Board’s direction this year came from the Special Meeting in May. That meeting was 
immediately after the General Membership Meeting. It led to the formation of a Food Ethics 
Committee. The Food Ethics Committee was given five key responsibilities when it was formed: To 
research and identify key food ethics concerns; to review current Co-op policies, including the Food 
Purchasing Policy; to make recommendations to the Board; to report its process each month; and to 
empower the membership and the Board by facilitating food ethics education. 


This committee was led by co-chairs from the Board of Directors — Beth Currans and Shoshannah 
Wechter, who worked with several volunteers to establish the committee, and facilitate the Co-op's 
discussion around the Eden Foods boycott. 


The Eden Foods boycott vote was the other issue that came out of that Special Meeting. The members 
present directed the Board to put the question to the entire membership. We are doing that by putting 
the question on this year's ballot. While there are many differing opinions about the question of 
whether the Co-op should stop carrying Eden Foods, one thing that is extremely clear is that 
democratic participation is the Co-op difference. This is the only place in our community where 
members get to be a part of this conversation on this level. 


This year's Board report is somewhat bittersweet for me. On one hand, | believe the Board has done 
some really good and important work this year. On the other hand, this has been my last year on the 
Board. | leave the Board proud of the systems and accountability that have taken root and look 
forward to seeing how the Board will cultivate those roots and our Co-op in the coming years. 


Respectfully submitted, Elizabeth Dahl MacGregor 
Ypsilanti Food Co-op Board President 


YFC has been a triple bottom line business before it was a term. We have 
promoted Good Food, our Community, Sharing the Wealth, Valuing 
Employees, and working to create a Sustainable World since our beginnings 
in the 1970s. Our Co-op has been involved in so much more than just being a 
grocery store, from supporting the start of the Ypsilanti Recycling Project to 
building a Rain Garden to prevent erosion on our “hill;” from starting Solar Ypsi, that now has 63 solar 
projects in Ypsilanti including our own to founding the Local Honey Project to help save the bees and 
promote bee stewardship; from educating about the food system from pollination to table to 
promotion of Organic and Fair Trade Foods. Today, every grocery store wants to be seen as supporting 
these values, if only from a marketing perspective, because Green sells! Today, there are at least a 
dozen major grocery stores in our geographic area that we compete with every day. 


A purpose for food co-ops that originated in the 1960s and 1970s was to reform the food system, to 
change growing methods, and to bring organic foods to the market. In many ways, food co-ops across 
the country and around the world have succeeded in supporting the co-op model. We have succeeded 
in helping to create a system everywhere where organic and local foods are much more prevalent. 
However, food is being capitalized upon, which has created a competitive marketplace for 
cooperatives around the country. This competition has been reflected in lower sales in 2015, as chain 
stores have the capital to market and provide our products in greater volume, variety, and price. 
Literally every NCG Co-op is seeing the effects of new competitors opening in their markets or of 
existing competitors adding more natural and organic products to their mixes. 


The grocery wars are underway and here to stay. Co-ops are facing unprecedented financial and 
existential pressure. A decrease in growth contributes to pressure in all areas of operations. These 
pressures come from internal challenges — the need to have a more honed and nuanced pricing 
strategy (which may include lower gross margins), demands to pay staff higher wages, as well as 
competing desires to make the co-op more accessible to a broader shopper base while also 
maintaining product line purity (or live up to expectations that the co-op provides a curated product 
line of things that are thoroughly reviewed and vetted). Combine these with external requirements 


such as PCI compliance, the Food Safety Modernization Act, the Affordable Care Act and others and we 
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see all co-ops showing signs of stress. These pressures are having an effect on everyone — managers 
and staff, as well as co-op board members. 


We're seeing the impact on sales growth (this is for all NCG stores): 


SALES GROWTH OVER LAST YEAR 


—*— NCG Total — ----- Linear (NCG Total) 


In 2015, we saw the world changing fast with emotional and political issues raging high. Sales in at least 
30 96 of foods co-ops saw declines. 


Society is looking for change and our members are looking for the best solutions for food sources that 
meet their values. Our future will rely on our ability to redefine ourselves. To be more than a grocery 
store that is bringing value to our community. Being a place where food is available both for cooking at 
home and already prepared, with the healthiest and most ethical products available. A hot bar and 
salad bar will satisfy many customers' needs! 


Over the past two years, we have gone through many changes, including transition to Policy 
Governance. Monitoring reports have been created for two years now. The Ends were created just 
over a year ago. During that time, YFC as an organization has withstood an attack at the Annual 
Meeting regarding our Board election processes, dealt with staff turnover and adjustments, handled 
customer criticism via social media, incorporated and improved a POS system, adjusted to lower sales 
via labor control and minimizing expenses, and all while withstanding ever greater natural foods 
competition. 


With staff down from 32 to 20, each person has more responsibilities to handle. Today, YFC has a more 
cohesive group of managers and staff that are ready for the challenges of improving the business 
through our expansion, with an increased bakery and deli operation, and the ability to be the Third 
Place that we desire for our community. 


In an effort to confront these issues, we are proceeding with the planning for an expansion and need 
support from our customers, staff, board, and community through shopping and strengthening our 
financial ability to move forward. YFC's focus for 2016 includes the following goals: strengthen sales 
and profits with great products at great prices; Improve store operations; improve customer 
satisfaction and conducting another customer survey; Create an improved shopping experience 
through our expansion; improve staff abilities through training and coaching. 


Closing remarks: YFC has been working to change our food system for over 41 years. While our role as 
pioneers in local and sustainable food is now complete, we are entering a new era and will adjust our 
direction to secure our place in the market! 


Cooperatively yours, Corinne Sikorski 
Ypsilanti Food Co-op General Manager 


In the Great Good Places, by Ray Oldenburg, retail grocery stores should strive to be the Third Place in 
the lives of their customers—a place beyond home and work that nurtures social interaction. There is 
the potential to unify and anchor a neighborhood, a living breathing component of the neighborhood 
"that is highly accessible by foot, that encourages people to stay a while, that creates opportunities for 
small indulgences that are not tied to purchases, and that is rich and memorable." The Food Co-op has 
created that for many folks in our community, it feels like home. Our expansion in 2016 will further this 
feeling as a Third Place. 


YFC is known for providing value, quality food and knowledge to consumers. We are known for being 
dedicated to creating sustainability of the environment and our local economy. We are connected with 
families whose children have grown up to become staff. We add value to our community. 


Community is an important element of all cooperatives, and the Ypsi Food Co-op has continued to 
support and promote community building in many ways. The Co-op's contributions to local 
organizations range from donating food to serve at events, participation at events, gift baskets for 
fundraisers, and providing discounts to seniors; these are only some of the many involvements of the 
Co-op and its staff in the community. From our 2014 Customer Survey, it was highly agreed that YFC 
enhances the community in a variety of ways, with the most important being that YFC "Promotes 
Healthy Living;" "Is a dynamic business with benefits to my community;" "Works to create an enhanced 
sense of community;" and "Promotes environmental stewardship." 


More than a grocery store, Ypsilanti Food Co-op contributes to a better world. In our community, we 
have changed the perception of co-ops by providing greater value to our community. We have 
influenced the business model of how "regular" businesses attempt to be more engaged. Examples of 
how business is different today include: Bona Sera hosting community events, Lampshade offering a 
variety of alternative ideas, Hyperion Coffee roasting fair-trade coffees, Corner Brewery powering with 
solar panels, and Original Moxie making natural hair care and retailing next door! 


A desire to emulate our business model and start more co-ops has been shown by community interest 
in a book co-op and a bike co-op. Some co-ops have even been incorporated: CORY (Cooperative 
ORchard of Ypsilanti) and Ypsi Growers Co-op are two. YFC is a valued resource and surrounding 
communities have sought advice from us in starting food co-ops in their communities. The Detroit 
People's Food Co-op in underway! Capitalist businesses have considered becoming co-ops including 
Maggie's Organic Clothing and Zingerman's. A grant was won from Washtenaw County to support Co- 
op development, and through Act 88, the Co-op's Board President was able to obtain funding to 
further cooperative development. 


Collaborating with the Friends of the Ypsilanti Freighthouse (FoYF), the General Manager has helped 
continue the campaign to reopen the Freighthouse. As a Board member of FoYF, contributions have 
been raised that may allow the building to reopen in early 2016 as a community space. YFC has used 
the Freighthouse for meetings and social events in the past; our contributions to the Patronicity 
campaign and solar panels for its roof give the Co-op many years of future use of the building. 


Concern for community is a core value of co-ops, not just a marketing strategy, and our involvement 
continued in 2015 through participation in numerous events in Ypsilanti and the local area. Events with 
an educational spirit which YFC participated in 2015 include the Earth Day at Washtenaw Community 
College, as well as the county Earth Day celebration at the Leslie Science Center in April; we 
participated in Pollinator Week activities in June; and the HomeGrown Festival and the Festival of the 
Honeybee in September. We did presentations about the Co-op at various events. We collaborated 
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with Growing Hope (GHC) and the downtown Ypsilanti District Library (YDL) in early 2015 to offer five 
ThriveYpsi educational events with a local flair. (More on ThriveYpsi is to be found below under 
educational outreach.) We are a member of the Depot Town Association and participate in many 
community events and sponsor various organizations and the work that they do. 


Community Outreach 


Throughout the year, YFC reaches out to the community through talks, tours, co-sponsored events, 
workshops, and tastings to share information about healthy food and cooperative living! 


We participated in the First Friday Art Walk at YFC with food, bubbly, music and a special 40th 
Anniversary display of Co-op art and memorabilia and repeated our participation in First Fridays in 
September, October and November. 


In the store, we offered a variety of tastings including Wolverine Beer, Unity Vibration kombucha beer 
(twice), Mindo chocolate, Papa Turts hot sauce, Ugly Mug coffee, Coconut Bliss, New Belgium beer, 
Zenuine Brew Tea (twice), Short's beer, and Bell's beer. 


Field Trips and Tours are done annually to help educate our membership and the community about a 
variety of issues, and in 2015 we visited: Tilian Farm Development Center, Ann Arbor Seed Company, 
Goetz Family Farm, and New Bee Apiaries. 


We took the Eat Local Challenge in July, celebrated Organic Harvest Month in September as well as Co- 
op Month/Fair Trade/Non-GMO Month in October, with a special Co-op Membership drive featuring 
1/3 off memberships; and early membership renewal in December. 


We highlighted our Co-op Thanksgiving offerings daily throughout the last half of November, focusing 
on bread, sides, sweets, and special drink accompaniments for winter holiday meals. 


In 2016, we are developing a plan to expand the YFC Café and Bakery, increasing the products and the 
physical space into the full space available in the lower level of the Mill Works building. Through this 
expansion, we anticipate accelerated growth in sales, the ability to provide food to a broader spectrum 
of the Ypsilanti population, with more outreach and education opportunities to the community. And all 
of this has led to the coming of the passenger train to Ypsilanti! 


Our customers give us a high satisfaction rating! We will conduct another customer satisfaction survey 
in 2017. 


How likely is it that you would recommend How would you rate your overall satisfaction with 
Ypsi Food Co-op to a friend or colleague? Ypsi Food Co-op? 


Response Response 
Percent Count 


Response Response 


Answer Options 
P Percent Count 


Answer Options 


Very Likely 79.596 70 Extremely Satisfied 41.496 36 
Likely 15.996 14 Satisfied 49.496 43 
Somewhat Likely 3.4% 3 Slightly Satisfied 9.2% 8 
Somewhat Unlikely 0.0% 0 Slightly Dissatisfied 0.0% 0 
Unlikely 1.1% 1 Dissatisfied 0.0% 0 
Very Unlikely 0.0% 0 Extremely Dissatisfied 0.0% 0 


Interpretation: 


That steady sales and increasing membership will show continuing access to healthy food in our 
community. Sales will not decline and customer counts will increase over time. Total number of 
members and total equity invested increases over time. 


Sales 

12 mo period, ending: total sales customer count sales growth 
12/31/15 $1,486,439.50 82,600 0.6896 
12/31/14 $1,655,281.63 82,206 2.596 
12/31/13 $1,644,288 83,464 17.996 
12/31/12 $1,603,626 81,954 8.596 
12/31/11 $1,356,799 70,955 7.296 


Sales declined in 2015 over previous years, but customer count went up from the previous year. Sales 
declines may be due to a number of concerns, including competition, saturation in our location at the 
size it is, and social media discontent. The lack of great bread on a regular basis has been a problem for 
many customers, who have sought bread elsewhere taking their other purchases with them. 


Membership 
Date Total members | New Members Total member equity 
12/31/15 858 172 $203,401.30 
12/31/14 960 204 $187,879.44 
12/31/13 917 215 $171,907.40 
12/31/12 867 172 $155,200.58 
12/31/11 799 179 $136,913.68 


Comments: Our member equity continues strong. Our equity system is maturing which means more and more 
members will become gold and will no longer need to invest under the fairshare system in place since 1984. 
New people becoming interested in membership slowed slightly. In 2015, YFC did not remove the 296 discount 
from the POS, which caused members to fail to renew as they did not realize they were not active members. In 
2016, we have already found that disabling the discount has prompted many to renew their membership! As of 
May 2, 2016 we have 808 active members. 


Ypsilanti Farmers Markets 


We participated in the formation of the Ypsilanti Farmers Markets in 2006, to help support healthy, 
fresh, food access to consumers who may not be able to get to supermarkets. In early summer 2015, 
Ypsi Food Co-op maintained a sales booth at the Depot Town Farmers Markets. When we were not 
able to staff a booth at the market, we sent coffee to the Ypsi Growers Co-op, who kept the proceeds 
of coffee sales, so that coffee was available at the market. We have also supported the Farmers 
Markets through our support to Growing Hope. We contributed food to several of their events, 
participated in the Grower's Kickoff event, gave monetary donations for their campaigns to raise 
money for the year-round indoor Farmers Marketplace, and sponsored solar panels for their building. 


Ypsilanti Food Cooperative 
Summary Financial Statements 


Balance Sheet 


|. | 12/2015 | mayzon | 12/31/2013 | 12/31/2012 | 12/31/2011 | 12/31/2010 
$243,507.36 
94,751.26 


$534,592.74 | $588,061.36 | $615,142.44 | $579,396.91 | $550,890.81 | $354,493.14 
90,589.03 113,826.26 | $90,772.80 | $72,126.96 | $65,942.79 |  $50,35327 
40,596.78 | _ 69,04638 | 108,623.44 | 138,355.97 | 14941503 | 0.00 | 
131,185.81 182,872.64 | 199,396.24 | — 210,482.93 215,357.82 50,353.27 
Member-Owner Fair Shares 203,401.30 | — 192,949.18 176,992.15 160,592.35 142,302.18 127,043.56 
200,005.63 | _ 222,252.17 | — 238,754.05 208,321.63 193,230.81 177,096.31 
403,406.93 | — 415,201.35 | 415,746.20 | — 368,913.98 335,532.99 | — 304,139.87 
Total Liabilities and Equity $534,592.74 | $598,073.99 | $615,142.44 | $579,396.91 | $550,890.81 | $354,493.14 


Statements of Operations 


For Years Ended December 31 of 


|. | 20 | 2014 | 203 | 20022 | 201 | 200 | 
_ p. ЕЕЕ ЕЕЕ 


(21,650.21) (22,895.14) (23,051.60) (23,437.39) (20,170.91) (18,671.56) 


Selling, General апа | (575,946.96) | (650,241.43) | (632,717.16) | (600,216.17) | (528,721.22) | (428,954.12) 
Administrative Expenses 


Operating Income or (Loss) (31,179.37) (23,724.59) 26,304.16 13,020.10 (1,107.17) 45,979.12 


19,510.83 15,805.16 8,948.32 11,738.10 20,175.76 76,004.78 
Non-Operating Expense 10,578.00 8,582.45 (4,820.06) (9,667.38) (2,934.09) (15,674.35) 
(22,246.54) (16,501.88) $30,432.42 $15,090.82 $16,134.50 | $106,309.55 


Interpretation: 


The impact of the choices YFC makes in where to purchase our goods and services has an economic 
impact. NCG's study of the social and economic impacts of food co-ops finds that for every dollar spent 
at a food co-op, $0.38 is reinvested in the local economy compared to $0.24 at conventional grocers. 
Also, our profits are returned to the community via discounts, or are reinvested in the co-op rather 
than flowing to Wall Street or into the pockets of outside investors. 


Our Purchasing Policy supports our Ends, and attempts to define specific issues regarding the products 
we carry and where we obtain them to sell at the Co-op. We love food and care about how it was 
grown and how it tastes and how it affects people's lives. 


We choose to emphasize products that have a positive influence on our health, the environment and the 
people and animals involved. They are: 


e Produced using sustainable practices including organic agriculture 

e Produced with ecologically responsible processes that are whole or minimally processed 

e Products from countries with good human rights records 

e Animals that have been humanely raised in accordance with recognized standards such as the National 
Organic standards or the Certified Humane standards 

e Are minimally packaged or in recyclable or returnable containers, with an emphasis on bulk 

e Foods that are healthy alternatives to mainstream products 


It is our goal to eliminate products with the following: 


e containing genetically modified organisms (GMO's), growth hormones or antibiotics, and have been 
irradiated 

e containing artificial preservatives, additives, sweeteners, colorings or flavorings 

e containing synthetic pesticides, fungicides, or herbicides 

e containing known harmful ingredients such as hydrogenated/partially hydrogenated oils, high fructose 
corn syrup, artificial sweeteners, nitrates or nitrites, MSG, or synthetic chemicals prohibited by the 
National Organic Standards Materials List 

e use of animals for testing purposes. 

e Bottled water is minimally available, especially in single serve containers. 


Number of Vendors Estimated Purchases From 
(COGS only) 2015 Local Vendors 2015 


Nonlocal: 
45 (27%) Local: 
$320,374 


0, 
Nonlocal: (35%) 


Local: 94 $513,713 
(57%) (56%) о 
Regional: Regional: 
27 (1696) $90,124 
(1096) 


Fifty-seven percent of our vendors are considered to be local. In numbers, that is 94 out of the 166 
vendors we used in 2015 were from within a radius of 100 miles from the Co-op. 


Our purchases of $320,373.70 from those vendors 
Number of Vendors represent an estimated $515,267.59 in sales and an 


(COGS only) 2014 additional economic multiplier of $195,801.68 
reinvested in Ypsilanti and the surrounding area! 


Nonlocal: 
37 (27%) 


For comparison, at left is the graph of local vs nonlocal 
vendors from 2014. 


Local: 80 . 
байна}: (59%) The Co-op provides farm produce from Almar Orchards 


19 (14%) (Flushing), Andrew Stutzman, Kristin Dishaw, Goetz 
Family Farms (Riga), Frog Holler Produce, Grace and/or 
Jeff Yoder, Gracium Farms, Growing Hope (Ypsilanti), 
Steve Karpo (Tipton), Kuntry Gardens (Homer), Needlelane Farm (Tipton), Seeley Farm (Ann Arbor), 
Dave Steinhauser (Ann Arbor), Polliwog Farm (Ypsilanti), Jason Voss, Deanna White (Ypsilanti), 
Michigan's Chestnut Growers cooperative, and others. Featuring these products builds our local 
economy and food system, while also lessening the stress on the environment of growing and shipping 
industrial food. A number of previous produce vendors went out of business during the past year, or 
had crop loss due to weather. 


We work to support our local economy, creating a more 
sustainable future for all of us, and have continued to be 
able to support local vendors. These are the local 
vendors we worked with in 2015: 


Ageless Pantry, Ann Arbor Seed Co., Alex Mandrila, Ann 
Arbor Tortilla Factory, Appleshram Orchards, Arbor 
Beverage Company, Arbor Brewing Company, Arbor 
Springs Water Co., Inc., Avalon International Breads, B. 
Nektar, Barry Bagels, Garno Farms, The Brinery, Calder 
Dairy, Dairy Fresh Foods, Eat Local Eat Natural, Frog 
Island Bar B Q, Garden Fresh Gourmet, Go! Ice Cream, X / ; S: 
Good Stuff Cacao, Grazing Fields, Guernsey Farms, Heather TeS ‘Hyperion Coffee Co, imperial 
Beverage, Larraine U'Ren, Lipari Foods, Maggies Clean Clothes, Mama Mucci's Pasta, Mindo Chocolate 
Makers, Northville winery, NWS Wines, O & W Inc, Old World Gluten Free Pierogi, OrEthic, Original 
Moxie, Papa Turts, Pure Harvest Pesto, R Hirt Jr Company, Rave Associates Importers & Distributor, 
Red House Imports, Robb Johnston, Rosewood Tofu and cheese, Roos Roast, Dave Samuels, Sandhill 
Crane Vineyards, Secrets of Eden, SugarBush Supplies, Thomas Organic Creamery, Westwind Milling, 
World Pure Foods, Zingerman’s Creamery and Candy. Individual local products may come from a 
distributor and not listed. 


We also choose companies that are local to work with for a variety of services and in 2015 work with 
the following: Belfor Property Restoration, Belmont Paper & Bags, Bollin Label Systems, Burkett 
Restaurant Equipment & Supplies, Congdon's Ace Hardware, Edible WOW, English Gardens, Fleming 
Business Forms, Finn’s Insurance, Full Moon Floor Services, Grants Resource, Haskell Chimney Repair 
Service Company, Heller & Wetzler, Heikkinen Productions, Jetstream Mechanical, Neff Mechanical, 
Newcomer's Welcome Service, Standard Printing, Target Inventory 
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imated Purchases From Local Vendors 
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Produce 2015 


The goal of our produce department is to have the best product available: Produce that is fresh, local, 
and organic at a great price. We continually monitor customer purchasing trends, always seeking to 
provide what our customers want. 


We continued our practice of visiting our local farmers and suppliers. We were able to visit Ann Arbor 
Seed Company and Goetz Family Farm in 2015. Goetz Family Farm was a great experience; we 
inspected their fields, growing practices, cleaning stations, their wreath and garland manufacturing 
operation and farm animals. The farm is GAP certified and although they are not organic certified they 
do use all organic principles. The water is tested for e-coli. The growing and 
processing area are clean and organized. Animals are kept away from produce 
areas and seeds are non-GMO. The operation is top notch and could be used as a 
standard to consider for choosing other vendors. 


The produce department experienced transitions in labor in 2015, and during this 
time we used vendors we were already engaged with and trusted. We also switched 
to more pre-packaged items where possible, to save on labor. 


In September some people in the local community took to social media to criticize the Co-op, Produce 
and Management. The comments were brutal and hard on our staff. One claim made was that we had 
bad produce and lacked local/organic varieties. At the time of this first claim 6096 of the product was 
Local/Michigan and 68% were organic or local (using organic principles). By November, 72% of 
produce was organic and/or local (using organic principles). 


In 2016, improvements will include updating the POS system to track and report on local vendor and 
organic sales. (Currently we only code this data through our purchases.) 


Non-GMOs 


YFC is very concerned with making sure we are not stocking products containing GMOs in our grocery 
store (or, where there are no alternatives, they are labeled) as stated in our Purchasing Policy. By 
definition, all certified organic 
products are also non-GMO. Over 
110 Field Day products are non- 
GMO Verified, which includes their 
organic items as well as some of the 
non-organic products. Research is 
needed to further explore labeling, 
customer education, and 
participation in the Non-GMO 
Verification project. Many staff 
have participated in the JustLabellt 
campaign and activism against the 
DARK act. YFC would benefit from 
the participation of passionate non- 
GMO activists from among our 
membership and/or the Board to go 
deeper. 
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Ypsilanti Food Co-op Fresh Produce 9/22/15 


LOC USDA ORG 


MI 
APPLE GINGERGOLD 3# | x | — | — 
APPLE HONEYCRISP& GALA | x | | 
| 3* 


BROCCOLI (sometimesorg) | |х| 
CABBAGE RED —  —  — | — | x | — 
CABBAGE GREEN J Jx] — | 
carow — — — [ — [ x |_| 
pwp —  — ПИ E И 
WANTRO — | x | x |. 
сосомвв |х| 
EGGPLANT. Sooo | x И 
GARUuC(lecal"and'orzani) | | x [| x | 
IGOURDSJACKO-ANTERNS | | x | | 


[ONION 158 | 

onion SHALLOTS | — | x | —| 
ONION YELLOW |х| 
PARSLEYCURLY | [| x | — | 


peuvmua o [ X | — 
кан ПЕ [- —L —— 
PEAR BARTLETT [| x [ [| — 
PEPPER GREEN [| x | 
PEPPER JALAPENO —— —] — | X | 
Perrero [Г [хх —— 


potaro russere | x || | 
pommswer — | |x] | 
роттоу шоо —— | | x |_| 
pvp [ [X | —3] 
mosn —  — — [X | |_| 
SQUASH ACORN | | x | 
savasa ouman |} x |_| 
SQUASH spaGHeT | | x |_| 
юмо 
rowaroenet — х |_| 
romaroneirtoom |__| X | х 
томатокома | fx] 
оон 


*Not Grown in Michigan/Zone 6 or Tropical 


ORG CONVENT. 


| 


ci ГА 
; © 


PPLE BRAEBURN 
PPLE GRANNY SMITH & GOLDEN 
VOCADO HASS SM* 
ANANAS* 
CARROT 1LB 
CARROT BABY 1lb 
ELERY 
ING ROOT* 
RAPEFRUIT* 
RAPEFRUIT #5* 


> 


EMONS* 
ETTUCE ROMAINE HEARTS 
IMES* 

MANGO* 

MUSHR PORTABELLA 

MUSHRM WHT PKG 

MUSHROOM CRIMINI 
ECTARINE 

ONION GREEN 

ONION YEL 
ANGELO* 

ORANGE NAVEL 4#* 
INEAPPLE* 
OTATO LG RUSSETT 
PINACH BBY EB CLAM 
PRING SALAD MIX 
PROUTS BRUSSEL 
OMATO OTV 

YAMS GARNET 


HIS WEEK'S FARMERS 


Goetz Family Farm 
NeeleLane Farm 
Kundtry Gardens 
Nightshade 
Pollywog 
Karpo 
PENDING FARMERS 
Seely (returning in Fall) 
Zilke X 
Zilke does not currently have product for us 
Growing Hope (as available) X 
Almar Apples 
Almar late start on Apples, available next week 
Graciem Organics 
Graciem late start on apples, available next week 


Interpretation: 


Supporting nonprofits and organizations is a measurable way that we express the values of our Co-op 
in our own community. Providing workers in our community a viable way to make a living, will 
contribute to a vibrant local economy. 


13 


YFC's choices in where to purchase our goods and services has an important economic impact. NCG's 
study of the social and economic impacts of food co-ops finds that for every dollar spent at a food co- 
op, $0.38 is reinvested in the local economy compared to $0.24 at conventional grocers. Also, our 


profits are returned to the community via discounts, or are reinvested in the co-op 
rather than flowing to Wall Street or into the pockets of outside investors. 


Partnering with the Ypsilanti Mill Works, LLC in 2011 to become an owner in the 
Mill Works building has given the Ypsilanti Food Co-op a substantial stake in our 
community. As of December 31, 2015, we own 15.37 % of our prominent 
building in Depot Town, providing equity to the Co-op, and supporting the 
community. The synergy with the Co-op creates a desirable location for tenants to 


rent, evident by 10096 occupancy in the median range for Washtenaw County. 


The Ypsi Food Co-op is a member organization of Think Local First of Washtenaw County, whose 
mission is to support and cultivate locally-owned, independent businesses. 


YFC supported groups and organizations in 2015 through in-kind and 


monetary donations for a value of $3,375.70, plus $6,000.00 in solar support: 


Ann Arbor Learning Community 

Bee City USA 

AA Ypsi Chamber of Commerce 

Deanna White' Growing with Children 
projects 

Emmanuel Lutheran Produce for Healthy 
Eating 

EMU Larry Davis Scholarship 

Food Gatherers - Grillin 

Friends in Deed 

Girl Scouts of America 

Growing Hope Mkt Vendor Potluck 
Growing Hope Leadership Training 

Great Lakes Herb Faire 


Уо 
Growing Норе А 
Empty Bowls 
High Scope RECYCLES 
Kiwanis Pancake 
Breakfast 


ICPJ: Summit for Climate Change 
Ladies Literary Club 

Meals on Wheels Holiday Home Tour 
Native American Youth Alliance 
Partners in Personal Assistance 

SE Michigan Land Conservancy 
South Arbor PTO 

Washtenaw County Waste Knot 
WEMU Radio Pledge Drive 


YFC supported local publications through advertising to let the community know about the Co-op and 
the great things we have to offer: 


Co-op Deals Flier 

Cornucopia and their information on 
GMOs 

Edible WOW 

Gleanings Historical Society Newsletter 
Growing Hope Calendar 

Newcomers Welcome Service 

National Co-op Directory 


Online Calendars (WEMU, Arborweb, 
YACVB, Crazy Wisdom, etc.) 

The Ypsi Mix Newsletter 

YFC website YpsifoodCo-op.org 

Facebook pages for The Ypsilanti Food 
Co-op (4,270 "Likes") and the Local 
Honey Project (533 "Likes") 
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YFC shares in a spirit of community celebration while sharing our values. We participated in these 
community events in 2015: 


A2YCVB Year Ender 

Colors of Cancer 5k 

EMU Ecojustice Conference 

EMU Natl Nutrition Month 5k 

First Fridays Artwalk Fundraiser and 
First Friday Event in April 

Festival of the Honey Bee 

Growing Hope Garden Kickoff 


Leslie Science Center Earth Day 
Local Food Summit 

Ypsi Grub Crawl 

SOS Dine & Donate 
Washtenaw County Waste Knot 
WCC Earth Day 

Ypsilanti Heritage Festival 

Ypsi PRIDE 


e Homegrown Festival 


Co-op Staff 


Staff enjoyed an increase in hourly wages, moving the average pay per hour to $11.99 in 2015. We 
strive for all staff to make the Livable Wage for Washtenaw County of $11.10 per hour; all of our 
managers make $15.00 per hour or more. Most YFC staff are paid within typical County ranges, and the 


average pay rate/hr has been able to continuously increase. 
Year Hours Dollars Avg pay rate 
2015 30,497.74 S 365,784.53 $ 11.99 
2014 35,413.46 $ 414,104.57 $ 11.69 
2013 37,223.08 $ 419,072.03 $ 11.26 
2012 38,298.15 $ 412,247.04 $ 10.76 
2011 34,389.51 $ 356,253.14 $ 10.36 


Following a staff survey, a workplace improvement plan was formed and includes improved staff 
development through ongoing training, clarity of policies and continued improvements to benefits. 39 
staff were trained in 2015 through a variety of 20 opportunities, and 9396 of staff participated in 
Attitudes of Customer Service presented in February, 2015. 
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Interpretation: 


Our 2015 Marketing Plan continued to expand educational opportunities for our members and the 
community about food, sustainability, the environment, cooperatives and local economy. 


Collaboration with a variety of organizations throughout the year allowed us to educate about our 
values through a wide range of organizations and community members. Some examples include: 


A2Y Chamber of Commerce: Supporting our local chamber as a food sponsor with a table of 
some of our finest foods to sample at the Gala and the Holiday events. 


Depot Town Association and the events in Depot Town. 
Emmanual Lutheran Church: donation of Gift Cards for clients for produce purchasing. 


EMU Vision office: sponsor Best Buddy Volunteer program; EMU students work with disabled 
community members to provide opportunities in the community including volunteering at the 
food Co-op Friends of the Ypsilanti Freighthouse Board. 


Great Lakes Co-op Grocers Group: Creation of customized flyer for our customers, and store 
audits at three co-ops in 2015. 


Ypsilanti Heritage Festival booth to inform about the Co-op and to offer healthy food 
alternatives at the festival. 


Growing Hope: sponsored a number of GH events and projects, plus gave monetary donations 
for solar panels on the new Farmers Marketplace; Co-sponsored and participated in a variety of 
events including Garden Kick-off and ThriveYpsi series. 


MOFFA: sponsoring small farmer education. 


Ypsilanti Visitors and Convention Bureau: through letters of support and participation in their 
anniversary and Open House events. 


Ypsilanti Local businesses: selling our house made products to Corner Brewery, Harvest Kitchen, 
East Lansing Food Co-op, Ann Arbor People's Food Co-op, and Green Tree Food Co-op. 


Academic Support 


Area students of all levels are afforded a great local opportunity to learn about sustainability, local 
economy and food through the example of the Ypsi Food Co-op. During 2015, students programs 
included the expertise of Co-op staff for projects on Food Waste, Food Co-ops and Local Food Systems, 
Local Sweeteners, Organic food, Honeybees and more. YFC also participated in a Federal Senate 
Agriculture study on non-profit grocery stores. 


Supper Club 


YFC created the Supper Club in 2015 with a goal to provide a staff benefit; encourage staff team- 
building; support other local independent businesses; promote local businesses through our 
newsletter and social media; and educate to the community about the benefits of supporting local. 
Approximately bi-monthly, YFC sent a letter to a local restaurant, letting them know staff were coming 
and that we had questions for them: 

e What percentage of locally-sourced ingredients do you use in your restaurant? 

e Do you use a local independent company for payroll? 

e What goods and services do you buy from other area independent businesses? 

e Which local charities does your restaurant donate to? 
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We provided information for them about the economic impact on Ypsilanti of the "local multiplier 
effect" (money from independent businesses vs. chains is locally reinvested — in payroll, goods/services 
purchased from area businesses, profits spent 
locally by owners, and as donations to area 
charities). The American Independent Business 
Alliance finds the multiplier effect for restaurants 
is especially high: for every dollar spent at an 
independent, locally-owned restaurant, 656€ is 
reinvested in the local economy compared to 
34.5€ at a chain restaurant. In 2015 staff visited: 
Sidetrack, Red Rock, La Fiesta, Tower Inn, Corner 
Brewery, and Maiz. 


Thrive Ypsi Series 


In collaboration with the Ypsi District Library and 
Growing Hope, the new  ThriveYpsi series 
extended our outreach slightly and we are now 
concentrating new documentary films not already 
screened locally, and/or events that have a 
specific local thrust and a community activity component. The films/events included "The Michigan 
Beer Film" (and tasting) at Corner Brewery in February; "Open Sesame" (and seed ball making) held at 
the downtown Library in April; "Wings of Life" and other Pollinator Week activities held at the Growing 
Hope Center in June, and concluded with "Little Free Libraries" at YDL in July, which included a walking 
tour. 


Staff and friends at The Sidetrack 


Interpretation: 


While everyone—conventional grocers, drug stores, and even convenience stores—is selling natural 
and organic, YFC continues to lead the way with our cooperative business model. 


Policy Governance 


Our business is not just a business, but one that is owned by members of the community and provides 
for goals that have broader bottom lines than just financial profit for stock holders. In 2013 Policy 
Governance was adopted by the Board of Directors. In 2015, these policies continue to define how we 
assure that the mission of the cooperative continues to reflect the needs of the owners. 


Membership is Ownership 


172 new members joined the Ypsi Food Co-op in 2015. With a total of 858 active members in 2015, a 
slight decrease over the 960 active members in 2014. There are now 402 Gold Card members, meaning 
they are fully invested with $200.00 equity in the cooperative! There were 11 requests for membership 
termination in 2015, which is less than 1.396 of the membership, and all shares were able to be 
returned. 


Members benefited by the reimbursement of profits through our discount system, and received 
$17,476.93 or 1.0696 of sales in 2015. 
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Bakery & Deli Kitchen 


YFC sells food that is healthy for people and 
the environment. In 2005, YFC took over the 
Depot Town Community Sourdough Bakery, 
which had gone defunct. The YFC Bakery 
products are a great draw for our customers. 
The bakery accounted for 5.1 96 of the co-op's 
gross sales in 2015, down from previous years 
of 7-896 (due to staffing challenges). 


Our Deli Kitchen makes ready to eat 
sandwiches, soups, chili, sides, salads and 
appetizers. The Deli accounted for 5.71 96 of 
YFC's gross sales, above previous levels of 
around 596. Using organic ingredients, which 
are mostly local, these products are truly locally made, and augment the grocery side of the business 
with an artisan product, which is also powered by solar panels! 


Cooperatives 


YFC celebrated being in business and serving the community for 40 years in April 2015, and enjoyed 
delicious, local ice cream and cake from our own Bakery! 


Our staff supports the work of the Board and cooperatives by educating the community about the 
Board, the Co-op, our governance model and our elections. We run our business under the cooperative 
business model, where all shareholders are equal owners and we work to engage them in 
understanding what that means. 


YFC highlights food produced by other cooperatives, including: Grazing Fields Egg Cooperative, Fair 
Harvest—cooperatively-produced jams and frozen fruits, Frontier cooperative Herbs, Equal Exchange 
Coffee Co-op, and Michigan Chestnut Growers Co-op. We are members of the National Cooperative 
Grocers and the National Cooperative Business Association. 


Interpretation: 


Ypsilanti Food Co-op is committed to minimizing our Renewable Energy Produced (kWh) 
footprint on the environment, while helping others 

understand the benefits and what they can do as well. Е 
YFC is guided by cooperative Principle # 7, Concern for ИШЕН: 78 
Community, in every aspect of how we do business. 
Ypsi Food Co-op shows by its actions that we care 
about our community and the environment. 


2,271.62 


Store 
> 
© 
о 


Ypsilanti Food. ama 9,270.86 


0 5,000 10,000 15,000 20,000 25,000 
Sum of Amount 
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Our building Carbon Emissions per Square Foot 


The YFC grocery store has 60 solar panels on our 2 2.33 
roof, in-line water heaters, a permeable parking 7 218.41 
lot, energy efficient lighting, a wood-fired brick А 7338 
oven, a super-efficient furnace—even our Ў ҮЗҮ 80.73 
landscaping saves water! In fact, our solar panels | 45.5 MER 
make our Deli/Bakery 100% powered by 77.16 
renewable energy. For food co-ops around the В 39.96 
country, YFC is the second highest producer of n is 
renewable energy and our green building : EH 63.6 
practices give us one of the smallest Carbon à AM 
Footprints! 2 тт 109.88 
2 68.1 
The Ypsi Food Co-op has been a leader in creating — § c ERR 
an environment with the highest environmental 5 
ethics. Originally formed to sell organic and ë Ка 
natural foods, we also promote bulk buying and ё we 
reuse of packaging to reduce waste. Our bulk . 28.03 
sales are about 12% of our sales. We were active | m ›› 32 
in the formation of the Ypsilanti Recycling 2377 ты 
Initiative, which was later taken over by the City ED xa 
of Ypsilanti. We continue to recycle almost 10096 | 2293 LEN 
of possible recycling materials. This matters to à te 
our customers—they want authenticity. Almost 89.54 
100% of our fresh waste is composted if not able ` T? 
to be salvaged by our deli department. Currently Ei E 19321 
it is taken to Bridgewater Barns Farm for use by Ypelant Food BI 006705 
farmer Tony Scampa. 0 50 US, ALLE "E 200 250 
Local Food Summit Compares carbon emissions per square foot total store area. 


We supported the Local Food Summit in 2015. Many people visited the Co-op information table, and 
left knowing more about YFC's philosophy, community connections, and the many local and organic 
foods offered at the store. Liz Dahl MacGregor, YFC's Board president, accepted a Local Food Victory 
award for the Cooperative ORchard of Ypsi (CORY), an organic permaculture orchard planted in 
Ypsilanti. We're grateful to our Co-op bakers for the wonderful Co-op Bakery bread and delicious 
granola that was enjoyed by all of the Summit attendees. 


Local Honey Project 


Our volunteers are the greatest! They have accomplished so much for the Co- 
op and Ypsilanti in 2015. Several of our LHP volunteers have reached out to 
help local pollinators leading new city 
initiatives, including making  Ypsilanti/Ypsi P e ~ 


Park a Bee Safe Neighborhood (both firsts for Michigan). 


YFC's Local Honey Project had 10 regular volunteer beekeepers. 
Overall, more than 300 volunteer hours were given by YFC's 
dedicated bee-lovers! Volunteer beekeepers cared for our colonies, 
harvested Co-op Urban Honey, staffed information tables at local 
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events, and are active in all aspects of our beekeeping enterprise. 


Our active hive at the Honeybee Alley was vandalized in May, leading to two interviews on MLive and 
an outpouring of support for the Local Honey Project. We raised $2,123.40 (after fees) from 47 donors 
through an Indigogo campaign to enhance the security of the Alley. This money was used to support 
the installation of security cameras and a streaming "Bee Cam." Enhanced fencing is also planned. 


In June, we participated in Pollinator Week activities 
around the city. The Honeybee Alley hosted the Ozone 
House Teen Outreach Team for a tour and educational 
talk. Bee Safe Neighborhood canvassing began, with a goal 
of getting 75 contiguous property-holders to pledge to 
plant wildflowers and use no chemicals of any kind on 
their lawns. On 6/16/15, Ypsi City/Township's Bee City 
USA designation was approved! 


In late summer, LHP volunteers were interviewed by 
Barbara Lucas for WEMU's Green Room. That segment is 
available here: http:/ / wemu.org/ post/green-room-buzz- 7 

about-bees-ann-arbor-and-ypsilanti. In September, Co-op volunteers also participated in the 3rd Annual 
Festival of the Honeybee with the Bike2Bees tour of urban hives and & the Bee Bazaar. In October, 
volunteers performed a honey harvest and 44 jars of Urban Honey were sold in store. 


Solar Ypsi 


The goal for SolarYpsi for 2015, our tenth anniversary, was to continue to promote solar within the City 
of Ypsilanti and encourage more people to put solar panels on their homes and businesses. A 
wonderful anonymous donor funded solar projects on 6 non-profits in town. These locations included 
the Ypsi District Library, Parkridge Community Center, Ypsi Senior Center, Washtenaw International 
High School (WiHi), The Corner Health Center, and the Ypsi Department of Public Services (DPS on 
Forest). We're climbing our way to a 1000 solar roofs. 


The monetary value of YFC's solar installation is a product of DTE's Solar Currents credit plus the offset 
(what we otherwise would have spent to buy electricity). Bottom line, over their lifetimes, the 12 panel 
YFC1 installation has saved $3,538.31, the 30 panel Bakery installation has saved $9,273.81 and 18 
panel YFC2 installation has saved $967.61, for a total of $13,779.73. We used the upfront Solar 
Currents payment from YFC1 and the Bakery to pay for YFC2, plus the Freight House solar installation 
and Growing Hope Farmers Market solar projects. So these latter three systems were installed for free. 


With its solar investment, Ypsilanti is close to S@LAR ҮРӨТ оге 


For a Sustainable 


Ypsilanti 


being a "Shining City," which Environment 
America defines as having more than 50 watts 
of solar power per capita. When the cemetery 
project is completed, Ypsilanti will reach 49.1 
solar watts per capita—within the top ten US 
locations. SolarYpsi and the Ypsi Food Co-op 
have helped to accomplish this! 


Supporting cooperative business 


A donation to the Indiana cooperative 
Development Center helped support the 
Detroit People's Food Co-op, whom we have 


20 


helped in the past. We also gathered our staff for a group photo and "Cheer" to encourage their 
commitment to cooperatives! 


Through the Great Lakes cooperatives, the General Manager participated in store audits and support 
for co-ops throughout the state of Michigan and in Ohio and Indiana. In 2015, she visited Toledo, 
Marquette and Hancock, where GMs gave feedback and support to Phoenix Earth Food Co-op, 
Marquette Food Co-op and the Keweenaw Food Co-op. 


Act 88 grant 


Interest in the cooperative business model in the Ypsilanti community is rising, perhaps as a result of 
news about "the sharing economy." Articles have appeared in social media outlets from influential 
community members and bloggers and meetings have taken place to discuss cooperative endeavors. 


YFC has taken a position of leadership. YFC's well-attended Co-op Month event, "Co-op World Cafe," in 
Oct 2014 profiled 6 forming Co-ops and led to a lot of excitement. YFC was instrumental in the 
incorporation of two of those co-ops in 2015, largely through the activity of our Board President, 
attorney Liz Dahl MacGregor. In May, Liz applied for and received an Act 88 mini-grant from 
Washtenaw County to work with 4 forming cooperatives (including the two that incorporated). She 
helped them establish governance structures, write by-laws and policies, determine tax structure and 
filing, and develop a planning calendar. 


Interpretation: 


Following cooperative Principle #2, Democratic Member Control, our business is owned and controlled 
by its members in varying levels of participation, included below. 


Investment of equity: Members contribute equitably to our cooperative. Shopping at the Co-op shows 
support of the business. Attendance at the annual meeting promotes further understanding of the 
business of the cooperative. Voting in Board elections controls the capital of the cooperative through a 
democratic system. Running for the Board is an active support of member ownership. Members may 
loan money to the cooperative, but do not gain additional ownership. 


In 2015 our Annual Meeting attendance was robust. The day of the meeting was moved back to 
Thursday evening and it was held at the Freighthouse. The Eden Food issue was a hot topic. 


12 month sgl Total spending Annual Votes cast : 
Р Equity invested н # of members running 
period, F ў from members meeting for Board 
В during period . е : for Board 
ending: during period* attendance election 
12/31/15 $11,888.70 $671,264 43 84 5 for 3 seats 
12/31/14 $11,411.84 $740,700 33+6 kids 76 6 for 4 seats 
12/31/13 $17,900.30 $643,646 71-8 kids 73 6 for 3 seats 
12/31/12 $18,286.92 $600,885 40-77 kids 29 6 for 4 seats 
12/31/11 $14,878.62 $547,321 28 43 kids 26 5 for 5 seats 


* Data as entered by cashier may not have been accurate, and previously included members that had 
not renewed for the current year. In May of 2014 with the installation of the POS system, we are on 
our way to more accurate data. 
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New Member Orientations 


Entitled "Get to Know Your YFC Grocery Store," orientation sessions were held 15 times in 2015, 
usually attended by a group of 3-10 new and renewing members. During our successful October Co-op 
Month membership drive, the 1/3-off price resulted in 44 new members in October alone. A total of 37 
members attended the orientation program in 2015. 


There are opportunities to learn more about the co-op's activities through our website, our Facebook 
page, posters in the store and the monthly Co-op newsletter-the Ypsi Mix. Customers may comment 
directly to the General Manager or the Board if they have any concerns. A notepad at the front 
checkout counter also provided an avenue for member comment and input. 


Eden Boycott 


Eden Foods has sued to deny Affordable Care 
Act-mandated contraceptive coverage for its 
employees. While the company originally lost its 
lawsuit, the Supreme Court decision in Sebelius 
v. Hobby Lobby meant that Eden Foods' case 
was reopened, and a decision in Eden's favor 
was handed down on February 12, 2015. In 
March 2015, a petition was brought before the 
Board of Directors calling for a boycott of Eden 
Foods products. 


In May, YFC responded in articles written by Ethics Committee 
both the Board president and the general 
manager in the Ypsi Mix. A special meeting to Forum! 


discuss members' concerns followed the May 
General Membership Meeting. In July, a Food 
Ethics Committee charter was established and 
the group formed, including members and 
Directors. By September, a process for 
responding to the petition was decided upon 
and published online and in the Ypsi Mix. 


Join us on Tuesday, March 29 
6:30 pm 
Ypsi Senior/Community Center, 
1015 N Congress, Ypsilanti 


.. YFC Food Ethics Committee 
is hosting a forum about the 


АЛД ie come prepares 


D D CO-OP to engage in this 


important discussion! 


In October, two pro-boycott and two anti- 
boycott opinions were published in the Ypsi Mix. 
In March, a Food Ethics Committee forum will 
be held and in April, a Board Candidate forum, to allow for further public discussion on the issues. A 
special vote on the proposed boycott of Eden Foods will take place at the Annual General Membership 
Meeting in May 2016. 


Not all customers are engaged in this political concern, and may be disenfranchised from the co-op. 
Mid-Level and Peripheral shoppers may not choose to agree with this aspect of our business and 
maybe contributing to a downward trend in sales. 
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Interpretation: 


A diversity of people of our community find it beneficial to shop and work at the Ypsi Food Co-op. The 
Co-op seeks to welcome everyone, whatever their beliefs or choices or abilities. We uphold policies 
that maintain a neutral stand on political, religious, or other issues that are not directly related to 
providing the goods and services that we offer. We see members and nonmembers alike shopping in 
the co-op: 


12 mo period, ending: | sales to members* sales to non-members* 
12/31/15 45.1696 53.5496 
12/31/14 44.8696 51.5196 
12/31/13 4696 5496 
12/31/12 4396 5696 
12/31/11 4896 5296 


WIC and EBT 


The Special Supplemental Nutrition Program for Women, Infants, and Children (WIC) provides Federal 
grants to States for supplemental foods, health care referrals, and nutrition education for low-income 
pregnant, breastfeeding, and non-breastfeeding postpartum women, and to infants and children up to 
age five who are found to be at nutritional risk. 


Year WIC EBT 

2015 $1,872.00 0.1396 $40,832.00 396 
2014 $2,701.31 0.1696 $105,975.30 6.4096 
2013 $3,316 0.2196 571,516 596 
2012 $3,379 0.2296 $81,807 596 
2011 $2,183 0.1796 $92,071 796 


WIC foods include infant cereal, iron-fortified adult cereal, vitamin C rich fruit or vegetable juice, eggs, 
milk, cheese, peanut butter, dried and canned beans/peas, and canned fish. Soy-based beverages, tofu, 
fruits and vegetables, baby foods, whole wheat bread, and other whole grain options were recently 
added to better meet the nutritional needs of WIC participants. 


While all WIC-eligible foods do not adhere to the standards of the YFC Purchasing Policy, we do feel 
that it is a service to our community to provide them. This allows families in our community to shop for 
WIC products, as well as obtain a higher quality foods, such as the produce carried at the Co-op. WIC 
recertification for YFC was awarded in March of 2016, helping us in our mission to provide access to 
the entire community. 


Customer Diversity 


We have a wide diversity of shopper in the realms of age, household income, and a high level of 
education. 
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Delivery Service 


To support customers that are not able to get 
out, we provide delivery on occasion. We charge 
a minimal fee, and shop for customers that are 
unable to get out because of illness or disability. 
We will investigate this as an opportunity in the 
future. 


Staff Diversity 


Our staff has a good diversity of varied 
demographics. Through a collaboration with 
Michigan Rehabilitation Services and the 
Washtenaw Intermediary School District, the 


Career Connect program has placed a number of 


youth in the Ypsi Food Co-op for job training. 
Supported through the program, participants in 
the program learn work skills. One participant 
was successful in his placement and was hired by 
the Co-op as a permanent worker. 


Expansion 


We are in the process of 
planning an expansion and 
renovation of our current 
location. The redesign of our 
store will make it easier to 
shop, through layout, 
design, signage апа our 
product line, both for 
customers looking for 
specific products and 
information, but азо in 
terms of physical access. 
Customers with limited 
mobility would find our 
store limiting, апа the 
renovation will address 
many of those problems, 
such as the entry way and 
the aisles. 


_= = 
YPSILANTI FOOD CO-OP | 


LOCAL & ORGANIC GROCERIES-PRODUCE-DAIRY-CHEESE-BEER & WINE 


ь 24 


I respectfully conclude that progress has been made towards The Ypsi Food Cooperative's Ends 


— Corinne Sikorski, GM 
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